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Overall Advertising Category Revenue 

■ Softness in key advertising categories reported ad revenues {i.e., automotive, direct response, 
cosmetics, food) offset substantial gains in categories such as drugs and business services 
Contributing to sluggish market performance 


TOP 10 P I B APVERTiSING CAT EG O R1ES 
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AD REVENUE 
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Automotive 

$332,472,203 

• 1.4% 

Direct Response 

$227,830,027 

10 9% 

Toiletries/Cosmetics 

$198,703,164 

+ 2.6% 
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Magazine Category Page Trend 

• Overall pages down 4% YTD 1996 vs. 1995 

- follows overall downward trend in changes vs. YA 

- see a few category exceptions (Health and Entertainment) 

- will show reasons by category and magazine 

■ Don't see big shifts occurring between categories 

- changes more likely due to advertiser objectives and factors at publications such as rates/CPMs 


MAGAZINE CATEGOR Y PAG E TREND 
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3.828 
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1.1)55 

1,762 

128, 

6,869 

5% 
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Major Company Trend 

• Hearst down 14% YTD vs. YAG 
■ TPV, Gruner & Jahr, Meredith and Time Warner up partially due to moves from Hearst 

• Conde Nast down due to stiff rate increases (+9.5%) and a slump in cosmetics/fashion 

• Times Mirror, K-lll and Wenner slow in Q1 but picking up in Q2 


MA GAZ IN E PAGE T REN D 1994 - Q 1 T996 



869£6£090S 

Source: MIN 1994-96 


Source: https://www.industrydocuments.ucsf.edu/docs/hrwy0004 




MAGAZINE PERFORMANCE ANALYSIS 
1 997 OPPORTUNITIES 


BY MAGAZINE/COMPANY 

• TPV, Gruner & Jahr and Meredith will be looking to maintain increased 1996 business in 1 997. 


Potential opportunity to negotiate with Conde Nast for smaller rate increase, if page counts 
in women's fashion books do not recover. 


Time, within the newsweekly category, may be willing to maintain CRM's for the same or 
slightly lower business in order to maintain page levels, in light of the highly competitive 
nature of Newsweek and U.S. News. 


More rigidness anticipated by EW, People, and In Style due to their continued growth. 


Men’s category should be negotiable due to flat or decreased paging. 
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1997 NEGOTIATIONS STRATEGIES/ISSUES 


Industry Issue s 

Do not expect paper and postal increases for 1996 

- Paper market leveling off - possibly dealing 

- Paper demand is down 

- Not expecting postage increases 
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1 997 NEGOTIATIONS STRATEGIES/ISSUES 


Budget Issues 

Estimate total PM 1997 print budget to be DOWN BY $6.0MM ($109MM vs. 
115MM) 1996 

• Marlboro shifts to OOH (-$2MM to $15MM). This may affect certain 
categories of magazines or possibly all. Will know more after first week 
of May. 

• Other brands (Basic, OPB) may shift more dollars into OOH following 
1996 

Kraft Cereals (Post) budgets may be down as a result of reduced pricing 
Next Steps 

Despite uncertainty of budgets, PM Cos. recommend going ahead with 1997 
negotiations: 

• RFP's to be issued simultaneously (@ 5/15, due @ 6/15) 

• Final Costs to be issued by 7/19, prior to Kraft 1997 planning season 
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